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ABSTRAK 
Winda Fuji Anggina, 1500174, “Hospitality Servicescape terhadap Behavioral 
Intentions melalui Customer Satisfaction” dibawah bimbingan Dr. Vanessa Gaffar, 
SE.Ak, MBA. dan Gitasiswhara, SE.Par, MM 
Penelitian  ini bertujuan untuk mengetahui hospitality servicescape terhadap 
behavioral intentions melalui customer satisfaction di Harris Hotel & Conventions 
Ciumbuleuit Bandung. Metode penelitian yang digunakan dalam penelitian ini yaitu 
deskriptif dan verifikatif. Teknik pengumpulan data yang digunakan adalah 
menyebarkan kuesioner. Adapun populasi dalam penelitian ini adalah tamu individu 
yang sudah menginap di Harris Hotel & Conventions Ciumbuleuit Bandung. Teknik 
pegambilan sampel menggunakan systematic random sampling dan diperoleh 
sebanyak 300 responden. Teknik analisis statistik yang digunakan yaitu analisis jalur 
(Path Analysis) dengan menggunakan aplikasi SPSS Statistic 23 for Windows. Hasil 
pengujian yang telah dilakukan memperoleh bahwa terdapat gambaran hospitality 
servicescape dan behavioral intentions dalam penelitian ini. Secara simultan 
hospitality servicecape berpengaruh signifikan terhadap behavioral intentions 
melalui customer satisfaction. Secara parsial, kedua dimensi hospitality servicescape, 
yaitu substantive servicescape dan communicative servicescape berpengaruh 
signifikan terhadap behavioral intention melalui customer satisfaction. 
 
Kata Kunci: hospitality servicescape, customer satisfaction, behavioral intentions. 
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ABSTRACT 
 
Winda Fuji Anggina, 1500174, "Hospitality Servicescape on Behavioral 
Intentions through Customer Satisfaction" under the guidance of Dr. Vanessa 
Gaffar, SE.Ak, MBA. and Gitasiswhara, SE.Par, MM 
This study aims to determine the hospitality servicescape of behavioral intentions 
through customer satisfaction at Harris Hotel & Conventions Ciumbuleuit Bandung. 
The research method used in this research is descriptive and verificative. Data 
collection techniques used were distributing questionnaires. The population in this 
study are individual guests who have stayed at Harris Hotel & Conventions 
Ciumbuleuit Bandung. Sampling technique using systematic random sampling and 
obtained as many as 300 respondents. The statistical analysis technique used is path 
analysis using the SPSS Statistics 23 for Windows application. The results of tests 
that have been carried out obtained that there is a image of hospitality servicescape 
and behavioral intentions in this study. Simultaneously hospitality servicescape 
significantly effected behavioral intentions through customer satisfaction. Partially, 
the two dimensions of hospitality servicescape, namely substantive servicescape and 
communicative servicescape significantly influence behavioral intention through 
customer satisfaction. 
 
Keywords: hospitality servicescape, customer satisfaction, behavioral intentions. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
vii 
 
KATA PENGANTAR 
Puji dan syukur penulis pannjatkan kehadirat Allah SWT karena berkat 
rahmat dan karunia-Nya  penulis dapat menyelesaikan sebuah skripsi dengan judul 
“Hospitality Servicescape terhadap Behavioral Intentions melalui Customer 
Satisfaction” (Survei terhadap Tamu Individu yang Sudah Menginap di Harris Hotel 
& Conventions Ciumbuleuit Bandung). Penelitian ini bertujuan untuk mengetahui 
gambaran hospitality servicescape, behavioral intentions, dan customer satisfaction 
di Harris Hotel & Conventions Ciumbuleuit Bandung serta mengetahui pengaruh 
hospitality servicescape terhadap behavioral intention melalui  customer satisfaction. 
Penulis menyadari bahwa masih terdapat kekurangan dalam penulisan skripsi ini, 
maka dari itu saran dan kritikdari pembaca sangat penulis harapkan demi 
kesempurnaan skripsi ini. Penulis berharap karya ilmiah ini dapat memberi 
sumbangan bagi pengembangan ilmu Manajemen Pemasaran Pariwisata khususnya 
dalam hospitality servicescape, behavioral intentions, dan customer satisfaction. 
 
 
 
Bandung, November 2019 
 
 
Penulis 
 
 
 
 
 
 
viii 
 
UCAPAN TERIMA KASIH 
 
Puji dan syukur penulis panjatkan kehadirat Allah SWT, karena berkat rahmat dan 
karunia-Nya penulis dapat menyelesaikan skripsi ini, untuk memenuhi salah satu 
syarat ujian sidang sarjana pariwisata pada program studi manajemen pemasaran 
pariwisata. Penulis menyadari bahwa penulisan skripsi ini tidak terlepas dari 
bimbingan, dukungan, bantuan serta motivasi dari berbagai pihak. Atas segala 
kerendahan hati, dengan penuh rasa hormat penulis mengucapkan terima kasih 
kepada: 
1. Bapak Prof. Dr. H. R. Asep Kadarohman, M.Si selaku Rektor Universitas 
Pendidikan Indonesia. 
2. Bapak Dr. Agus Mulyana, M.Hum selaku Dekan Fakultas Pendidikan Ilmu 
Pengetahuan Sosial Universitas Pendidikan Indonesia. 
3. Ibu Yeni Yuniawati, S.Pd., MM, selaku Ketua Program Studi Manajemen 
Pemasaran Pariwisata Universitas Pendidikan Indonesia yang telah memberikan 
pembelajaran kepada penulis selama menjalani perkuliahan di Manajemen 
Pemasaran Pariwisata 
4. Ibu Dr. Vanessa Gaffar, SE.Ak, MBA., selaku Dosen Pembimbing I. Terimakasih 
banyak atas saran dan masukan baik teoritis maupun praktis, dorongan moril dan 
motivasi yang diberikan, serta dedikasinya. Terima kasih atas segala keikhlasan, 
kesabaran hati dan kesungguhan dalam membimbing serta memberikan inspirasi, 
motivasi, pengarahan, kemudahan dan kelancaran sehingga penulis dapat 
menyelesaikan skripsi ini 
5. Bapak Gitasiswhara, SE.Par., MM., selaku Dosen Pembimbing II. Terimakasih 
banyak atas saran dan masukan baik teoritis maupun praktis, dorongan moril dan 
motivasi yang diberikan, serta dedikasinya. Terima kasih atas segala keikhlasan, 
kesabaran hati dan kesungguhan dalam membimbing serta memberikan inspirasi, 
motivasi, pengarahan, kemudahan dan kelancaran sehingga penulis dapat 
menyelesaikan skripsi ini 
6. Bapak Oce Ridwanudin, SE., MM., selaku dosen dan Koordinator Bidang 
Akademik yang telah memberikan pembelajaran kepada penulis selama menjalani 
perkuliahan di Manajemen Pemasaran Pariwisata 
ix 
 
7. Bapak Taufik Abdullah,SE.,MM.Par.,CHE, Ibu Dewi Pancawati Novalita, S.Pd. 
MM., Ibu Rini Andari, S.Pd., SE.Par., MM., Ibu H.P. Diyah Setyorini, MM., Bapak 
Dr. Lili Adi Wibowo, S.Pd.,S.Sos.,MM., Bapak Bagja Waluya, S.Pd., M.Pd., dan 
segenap dosen pengajar di Program Studi Manajemen Pemasaran Pariwisata yang 
telah memberikan berbagai pembelajaran, pengetahuan, bimbingan bagi penulis 
dalam menyelesaikan studi di Program Studi Manajemen Pemasaran Pariwisata  
8. Alm. Bapak Dadang, Bapak Hendi dan Ibu Isti selaku staff di Program Studi 
Manajemen Pemasaran Pariwisata yang selalu senantiasa membantu penulis dalam 
urusan administrasi selama kuliah.  
9. Bapak Benedictus Jodie selaku General Manager Harris Hotel & Conventions 
Ciumbuleuit Bandung, Bapak Iwan Supriyatna ex-General Manager Harris Hotel & 
Conventions Ciumbuleuit Bandung, Ibu Demi Rahmiyanti selaku HRD Harris Hotel 
& Conventions Ciumbuleuit Bandung, Bapak Eric Yakub selaku Assistant HRD, 
Bapak Hadi Subhan selaku Front Office Manager Harris Hotel & Conventions 
Ciumbuleuit Bandung,  Ibu Dian Anggraeni selaku ex-Front Office Manager Harris 
Hotel & Conventions Ciumbuleuit Bandung, Kak Prastyo Ridho selaku Duty 
Manager Front Office Department, Kak Zupriandi selaku Supervisor Front Office 
Department dan seluruh rekan-rekan staff yang ada di Harris Hotel & Conventions 
Ciumbuleuit Bandung yang telah memberikan izin, kesempatan, bimbingan dan 
pengalaman baru selama melakukan On The Job Training dan ikut membantu 
berpartisipasi dalam penyusunan penelitian ini. 
10. Seluruh teman-teman Manajemen Pemasaran Pariwisata 2015 yang dengan 
ikhlas membantu dan menyemangati penulis dalam menyelesaikan skripsi ini. 
11. Winda Fuji Anggina, S.Par yang telah meluangkan waktu, tenaga, materil untuk 
menyelesaikan skripsi ini. Terima kasih karena terus mau melangkah. Terima kasih, 
Winda Fuji Anggina, S.Par. Kamu luar biasa. 
 Untuk Allah SWT terima kasih karena telah selalu menguatkan dan 
memberikan kemampuan kepada penulis dalam menyelesaikan skripsi ini. Untuk 
orang tua penulis, Ir. Tedi Kusdiyan selaku ayah kandung penulis, Dra. E. Yuyun 
Kustini selaku ibu kandung, terima kasih karena telah mendoakan dan mendukung 
saya baik secara moral maupun materil sehingga penulis dapat menyelesaikan 
perkuliahan ini dengan baik, terima kasih sudah menjadi manusia paling setia dalam 
x 
 
menemani penulis mengerjakan skripsi ini baik dalam keadaan senang maupun sedih, 
terima kasih sudah menjadi tempat paling nyaman untuk berkeluh kesah, terima 
kasih karena sudah menjadi motivasi penulis dalam menyelesaikan skripsi ini, terima 
kasih karena selalu ada bersama penulis, semoga skripsi ini dapat menjadi 
kebanggaan orang tua penulis. Seluruh anggota keluarga besar penulis yang telah 
mendoakan dan mendukung penulis dalam menyelesaikan skripsi ini. Terima kasih, 
saya sayang kalian.  
 Semoga Allah SWT membalas segala doa dan kebaikan yang telah diberikan 
kepada penulis.  
 
Bandung, November 2019 
 
 
Penulis 
Winda Fuji Anggina 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xi 
 
DAFTAR ISI 
 
LEMBAR HAK CIPTA ............................................................................................ ii 
LEMBAR PENGESAHAN ...................................................................................... iii 
LEMBAR PERNYATAAN ...................................................................................... iv 
ABSTRAK ................................................................................................................... v 
ABSTRACT ................................................................................................................ vi 
KATA PENGANTAR .............................................................................................. vii 
UCAPAN TERIMA KASIH .................................................................................. viii 
DAFTAR ISI ............................................................................................................. xi 
DAFTAR TABEL ..................................................................................................... xv 
DAFTAR GAMBAR .............................................................................................. xvii 
BAB I  PENDAHULUAN ......................................................................................... 1 
1.1. Latar Belakan Penelitian .......................................................................... 1 
1.2. Rumusan Masalah.................................................................................. 10 
1.3. Tujuan Penelitian ................................................................................... 11 
1.4. Manfaat Penelitian ................................................................................. 11 
1.4.1. Kegunaan Teoritis ...................................................................... 11 
1.4.2. Kegunaan Praktis ....................................................................... 12 
BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS 13 
2.1. Kajian Pustaka ....................................................................................... 13 
2.1.1.  Konsep Behavioral Intentions  .................................................... 13 
2.1.1.1. Konsep Behavioral Intentions dalam Consumer  
Behavior ......................................................................... 13 
2.1.1.2. Definisi Behavioral Intentions ....................................... 13 
2.1.1.3. Dimensi Behavioral Intentions ...................................... 14 
2.1.1.4. Model Behavioral Intentions ......................................... 15 
2.1.2.  Konsep Customer Satisfaction .................................................... 16 
 2.1.2.1. Konsep Customer Satisfaction ....................................... 16 
 2.1.2.2. Definisi Customer Satisfaction ...................................... 17 
 2.1.2.3. Dimensi Customer Satisfaction ...................................... 17 
 2.1.2.4. Model Customer Satisfaction ......................................... 18 
2.1.3.  Konsep Hospitality Servicescape ................................................ 19 
 2.1.3.1.Konsep Servicescape dalam Marketing for Hospitality 
and Tourism ................................................................... 19 
 2.1.3.2. Hospitality Marketing Mix ............................................. 19 
xii 
 
 2.1.3.3. Definisi Hospitality Servicescape .................................. 21 
 2.1.3.4. Dimensi Hospitality Servicescape.................................. 22 
 2.1.3.5. Model Hospitality Servicescape ..................................... 23 
2.1.4. Hospitality Servicescape terhadap Behavioral Intentions melalui  
Customer Satisfactions ................................................................. 24 
2.1.5.  Penelitian Terdahulu ................................................................... 25 
2.2. Kerangka Pemikiran .............................................................................. 27 
2.3. Hipotesis ................................................................................................ 30 
BAB III OBJEK DAN METODE PENELITIAN .................................................. 32 
3.1. Objek Penelitian .................................................................................... 32 
3.2. Metode Penelitian .................................................................................. 33 
3.2.1.  Jenis Penelitian dan Metode yang Digunakan ............................ 33 
3.2.2.  Operasional Variabel ................................................................... 34 
3.2.3.  Sumber dan Cara Penentuan Data ............................................... 44 
3.2.4.  Populasi, Sampel dan Teknik Sampling ...................................... 45 
 3.2.4.1. Populasi .......................................................................... 45 
 3.2.4.2. Sampel ............................................................................ 46 
 3.2.4.3. Teknik Sampling ............................................................ 47 
3.2.5.  Teknik Pengumpulan Data .......................................................... 48 
3.2.6.  Pengujian Validitas dan Reliabilitas ........................................... 49 
 3.2.6.1. Hasil Pengujian Validitas ............................................... 49 
 3.2.6.2. Hasil Pengujian Reliabilitas ........................................... 54 
3.3. Teknik Analisis ...................................................................................... 56 
3.3.1.  Rancangan Analisis Data ............................................................ 56 
 3.3.1.1. Rancangan Analisis Deskriptif ....................................... 56 
 3.3.1.2. Rancangan Analisis Verifikatif ...................................... 56 
 3.3.1.3. Analisis Jalur (Path Analysis) ........................................ 60 
3.4. Pengajuan Hipotesis .............................................................................. 61 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ......................................... 63 
4.1. Profil, Karakteristik dan Pengalaman Responden ................................. 63 
4.1.1.  Profil Perusahaan ........................................................................ 63 
4.1.1.1. Identitas Perusahaan ....................................................... 63 
4.1.1.2. Sejarah Singkat Harris Hotel & Conventions 
Ciumbuleuit Bandung .................................................... 64 
4.1.1.3. Produk dan Jasa yang Ditawarkan ................................. 64 
4.1.2.  Karakteristik dan Pengalaman Tamu Harris Hotel & Conventions 
Ciumbuleuit Bandung .................................................................. 66 
4.1.2.1. Karakteristik Responden Dilihat dari Jenis Kelamin dan 
Usia ................................................................................ 66 
xiii 
 
4.1.2.2. Karakteristik Responden Dilihat dari Jenis Pekerjaan dan 
Asal Tinggal ................................................................... 67 
4.1.2.3. Karakteristik Responden Dilihat dari Jenis Pekerjaan dan 
Pendapatan per Bulan..................................................... 68 
4.1.2.4. Pengalaman Responden Dilihat dari Lama Menginap dan 
Tujuan Menginap ........................................................... 69 
4.2. Gambaran Hospitality Servicescape di Harris Hotel & Conventions 
Ciumbuleuit Bandung ............................................................................ 70 
4.2.1.  Tanggapan Tamu Individu terhadap Dimensi Substantive 
Servicescape ................................................................................. 70 
4.2.2.  Tanggapan Tamu Individu terhadap Dimensi Communicative 
Servicescape ................................................................................. 72 
4.2.3.  Rekapitulasi Tanggapan Tamu Individu terhasap Hospitality 
Servicescape di Harris Hotel & Conventions Ciumbuleuit 
Bandung ....................................................................................... 75 
4.3. Gambaran Customer Satisfaction di Harris Hotel & Conventions 
Ciumbuleuit Bandung ............................................................................ 76 
4.3.1.  Tanggapan Tamu Individu terhadap Indikator Customer 
Satisfaction ................................................................................... 76 
4.3.2.  Rekapitulasi Tanggapan Tamu Individu terhadap Customer 
Satisfaction di Harris Hotel & Conventions Ciumbuleuit  
Bandung ....................................................................................... 79 
4.4. Gambaran Behavioral Intentions di Harris Hotel & Conventions 
Ciumbuleuit Bandung ............................................................................ 81 
4.4.1.  Tanggapan Tamu Individu terhadap Indikator Behavioral 
Intentions ...................................................................................... 81 
4.4.2.  Rekapitulasi Tanggapan Tamu Individu terhadap Behavioral 
Intentions di Harris Hotel & Conventions Ciumbuleuit     
Bandung ....................................................................................... 84 
4.5. Hasil Uji Hipotesis Hospitality Servicescape terhadap Behavioral 
Intentions melalui Customer Satisfaction .............................................. 85 
4.5.1.  Hasil Pengujian Asumsi .............................................................. 85 
4.5.1.1. Hasil Uji Asumsi Normalitas ......................................... 85 
4.5.1.2. Hasil Uji Asumsi Heteroskedasitas ................................ 86 
4.5.1.3. Hasil Uji Asumsi Autokorelasi ...................................... 86 
4.5.1.4. Hasil Uji Asumsi Multikolinearitas ............................... 87 
4.5.2.  Hasil Pengujian Hipotesis ........................................................... 88 
4.5.2.1. Hasil Uji Korelasi Determinasi ...................................... 88 
4.5.3.  Hasil Pengujian Koefisien Analisis Jalur/Path Analysis ............. 90 
 4.5.3.1. Hasil Pengujian Sub-Struktur 1 ...................................... 90 
 4.5.3.2. Hasil Pengujian Sub-Struktur 2 ...................................... 92 
 4.5.3.3. Hasil Pengujian Sub-Struktur 3 ...................................... 95 
xiv 
 
 4.5.3.4. Memaknai Hasil Analisis Jalur ...................................... 97 
4.6. Implikasi Hasil Penelitian .................................................................... 100 
4.6.1.  Temuan Penelitian Bersifat Teoritik ......................................... 100 
4.6.2.  Temuan Penelitian Bersifat Empiris ......................................... 101 
BAB V KESIMPULAN DAN REKOMENDASI ................................................ 103 
5.1. Kesimpulan .......................................................................................... 103 
5.2. Rekomendasi ....................................................................................... 104 
DAFTAR PUSTAKA .................................................................................................... 
LAMPIRAN .................................................................................................................. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xv 
 
DAFTAR TABEL 
 
Tabel 1.1 Data Jumlah Wisatawan Menginap di Kota Bandung ............................. 3 
Tabel 1.2 Jumlah Hotel Berdasarkan Klasifikasi Bintang di Kota Bandung .......... 4 
Tabel 1.3 Market Share Harris Hotel & Conventions Ciumbuleuit Bandung ......... 6 
Tabel 1.4 Tingkat Hunian Kamar Harris Hotel & Conventions Ciumbuleuit 
Bandung ................................................................................................... 6 
Tabel 1.5 Perbandingan Jumlah Tamu Individual Berdasarkan Frekuensi 
Menginap di Harris Hotel & Conventions Ciumbuleuit Bandung .......... 7 
Tabel 2.1 Penelitian Terdahulu .............................................................................. 25 
Tabel 3.1 Operasionalisasi Variabel Penelitian ..................................................... 34 
Tabel 3.2 Jenis dan Sumber Data .......................................................................... 44 
Tabel 3.3 Room Occupied Harris Hotel & Conventions Ciumbuleuit Bandung ... 46 
Tabel 3.4 Ukuran Sampel Minimal dan Jumlah Variabel Joreskog dan Sorbom .. 47 
Tabel 3.5 Hasil Uji Validitas Item Pertanyaan Hospitality Servicescape terhadap 
Behavioral Intentions melalui Customer Satisfaction ........................... 51 
Tabel 3.6 Hasil Uji Reliabilitas Cronbach’s Alpha ............................................... 56 
Tabel 3.7 Interpretasi Koefisien Korelasi .............................................................. 59 
Tabel 4.1 Daftar Kamar di Harris Hotel & Conventions Ciumbuleuit Bandung .. 65 
Tabel 4.2 Karakteristik Responden Dilihat dari Jenis Kelamin dan Usia di Harris 
Hotel & Conventions Ciumbuleuit Bandung......................................... 67 
Tabel 4.3 Karakteristik Responden Dilihat dari Jenis Pekerjaan dan Asal Tinggal 
di Harris Hotel & Conventions Ciumbuleuit Bandung ......................... 67 
Tabel 4.4 Karakteristik Responden Dilihat dari Jenis Pekerjaan dan Pendapatan 
per Bulan di Harris Hotel & Conventions Ciumbuleuit Bandung ......... 68 
Tabel 4.5 Pengalaman Responden Dilihat dari Lama Menginap dan Tujuan 
Menginap di Harris Hotel & Conventions Ciumbuleuit Bandung ........ 69 
Tabel 4.6 Tanggapan Responden terhadap Substantive Servicescape di Harris 
Hotel & Conventions Ciumbuleuit Bandung......................................... 70 
Tabel 4.7 Tanggapan Responden terhadap Communicative Servicescape di Harris 
Hotel & Conventions Ciumbuleuit Bandung......................................... 72 
Tabel 4.8 Rekapitulasi Tanggapan Tamu Individu terhadap Hospitality 
Servicescape di Harris Hotel & Conventions Ciumbuleuit Bandung.... 75 
Tabel 4.9 Tanggapan Responden terhadap Customer Satisfaction di Harris Hotel 
& Conventions Ciumbuleuit Bandung .................................................. 77 
Tabel 4.10 Tanggapan Responden terhadap Behavioral Intentions di Harris Hotel 
& Conventions Ciumbuleuit Bandung .................................................. 81 
Tabel 4.11 Hasil Pengujian Asumsi Normalitas Menggunakan Kolmogrov-   
Smirnov ................................................................................................. 85 
Tabel 4.12 Hasil Pengujian Asumsi Heteroskidasitas ............................................. 86 
Tabel 4.13 Hasil Pengujian Asumsi Autokorelasi ................................................... 87 
Tabel 4.14 Hasil Pengujian Asumsi Multikolinearitas ............................................ 87 
xvi 
 
Tabel 4.15 Output Hospitality Servicescape terhadap Customer satisfaction ......... 88 
Tabel 4.16 Output Hospitality Servicescape terhadap Behavioral Intentions ......... 89 
Tabel 4.17   Output Customer satisfaction terhadap Behavioral Intentions .............. 90 
Tabel 4.18 Uji Simultan (Uji F) Sub-Struktur 1 ...................................................... 90 
Tabel 4.19 Hasil Pengujian Koefisien Sub-Struktur 1............................................. 91 
Tabel 4.20 Uji Simultan (Uji F) Sub-Struktur 2 ...................................................... 93 
Tabel 4.21 Hasil Pengujian Koefisien Sub-Struktur 2 ............................................ 93 
Tabel 4.22 Uji Simultan (Uji F) Sub-Struktur 3 ...................................................... 95 
Tabel 4.23 Hasil Pengujian Koefisien Sub-Struktur 3............................................. 95 
Tabel 4.24 Hasil Koefisien Jalur Secara Langsung dan Tidak Langsung ............... 99 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xvii 
 
DAFTAR GAMBAR 
 
Gambar 1.1 Perkembangan Tingkat Penghunian Kamar Hotel Bintang dan Non 
Bintang di Jawa Barat ........................................................................... 3 
Gambar 2.1 Model Behavioral Intentions ............................................................... 16 
Gambar 2.2 Model Customer Satisfaction .............................................................. 18 
Gambar 2.3 Model Servicescape............................................................................. 24 
Gambar 2.4 Kerangka Pemikiran Hospitality Servicescape terhadap Behavioral 
Intentions melalui Customer Satisfaction ........................................... 29 
Gambar 2.5 Paradigma Penelitian Hospitality Servicescape terhadap Behavioral 
Intentions melalui Customer Satisfaction ........................................... 30 
Gambar 3.1 Analisis Jalur (Path Analysis) ............................................................. 60 
Gambar 4.1 Logo Harris Hotel & Conventions Ciumbuleuit Bandung .................. 63 
Gambar 4.2 Garis Kontinium Variabel Hospitality Servicescape .......................... 76 
Gambar 4.3 Garis Kontinium Variabel Customer Satisfaction ............................... 80 
Gambar 4.4 Garis Kontinium Variabel Behavioral Intentions ............................... 84 
Gambar 4.5 Hubungan Kausal Empiris Sub-Struktur 1 Variabel    dan    
terhadap    .......................................................................................... 92 
Gambar 4.6 Hubungan Kausal Empiris Sub-Struktur 2 Variabel    dan     
terhadap    .......................................................................................... 94 
Gambar 4.7 Hubungan Kausal Empiris Sub-Struktur 3 Variabel    terhadap    ... 96 
Gambar 4.8   Hubungan Kausal Empiris Variabel   ,    dan    terhadap   .......... 97 
 
 
 
 
 
 
 
 
 
 
 
 DAFTAR PUSTAKA 
 
Ali, F. (2014). The influence of physical environment on emotions, customer 
satisfaction and behavioural intentions in Chinese resort hotel industry. J. 
Global Business Advancement, 7(3), 249–266. 
https://doi.org/10.1504/JGBA.2014.064109 
Ali, F., Kim, W. G., & Ryu, K. (2016). The effect of physical environment on 
passenger delight and satisfaction: Moderating effect of national identity. 
Tourism Management, 57, 213–224. 
https://doi.org/10.1016/j.tourman.2016.06.004 
Anderson, S., Pearo, L. K., & Widener, S. K. (2008). Drivers of service satisfaction: 
Linking customer satisfaction to the service concept and customer 
characteristics. Journal of Service Research, 10(4), 365–381. 
https://doi.org/10.1177/1094670508314575 
Anselmsson, J., Vestman Bondesson, N., & Johansson, U. (2014). Brand image and 
customers’ willingness to pay a price premium for food brands. Journal of 
Product & Brand Management, 23(2), 90–102. https://doi.org/10.1108/JPBM-
10-2013-0414 
Avan, A. (2019). The effects of servicescape on the emotional states and behavioural 
responses of hotel guests. 
Avenue, A., Street, A., & A, P. M. S. (2003). MODELING CUSTOMER 
SATISFACTION IN TELECOMMUNICATIONS : ASSESSING THE 
EFFECTS OF MULTIPLE TRANSACTION POINTS ON THE PERCEIVED 
OVERALL PERFORMANCE OF THE PROVIDER *, 12(2), 224–245. 
Bowie, D., & Buttle, F. (2014). Hospitality marketing. Hospitality Marketing, 1–231. 
https://doi.org/10.4324/9780080938486 
Bujisic, M., Hutchinson, J., & Parsa, H. G. (2014). The effects of restaurant quality 
attributes on customer behavioral intentions. International Journal of 
Contemporary Hospitality Management, 26(8), 1270–1291. 
https://doi.org/10.1108/IJCHM-04-2013-0162 
Chen, C. F. (2008). Investigating structural relationships between service quality, 
perceived value, satisfaction, and behavioral intentions for air passengers: 
Evidence from Taiwan. Transportation Research Part A: Policy and Practice, 
42(4), 709–717. https://doi.org/10.1016/j.tra.2008.01.007 
Cuc, S. (2015). A MANAGERIAL APPROACH OF CUSTOMER SATISFACTION 
A MANAGERIAL APPROACH OF CUSTOMER SATISFACTION 
DRIVERS IN THE CLOTHING, (December). 
 
 
 
 
Deng, Z., Lu, Y., Wei, K. K., & Zhang, J. (2010). Understanding customer 
satisfaction and loyalty: An empirical study of mobile instant messages in 
China. International Journal of Information Management, 30(4), 289–300. 
https://doi.org/10.1016/j.ijinfomgt.2009.10.001 
Dong, P., & Siu, N. Y. M. (2013). Servicescape elements, customer predispositions 
and service experience: The case of theme park visitors. Tourism Management, 
36, 541–551. https://doi.org/10.1016/j.tourman.2012.09.004 
Dwaikat, N. Y., Khalili, S. A., & Hassis, S. M. (2019). Customer Satisfaction Impact 
on Behavioral Intentions : The Case of Pizza Restaurants in Nablus City 
Customer Satisfaction Impact on Behavioral Intentions : The Case of Pizza 
Restaurants in Nablus City. Journal of Quality Assurance in Hospitality & 
Tourism, 0(0), 1–20. https://doi.org/10.1080/1528008X.2019.1616040 
Echanisms, M., Mccole, P., Ramsey, E., & Lim, K. H. (2014). R ESEARCH A 
RTICLE T RUST , S ATISFACTION , AND O NLINE R EPURCHASE I 
NTENTION : T HE M ODERATING R OLE OF P ERCEIVED E 
FFECTIVENESS OF E-C OMMERCE I NSTITUTIONAL, 38(2), 407–427. 
Emad Abdel-Aal; Jehan El-Amir Abbas. (2016). Assessing Social and Physical 
Servicescape as Drivers of Hotels’ Image. Journal of Faculty of Tourism and 
Hotels, Fayoum University, Vol. (10), No. (1/2), March, 2016, (10), 142–160. 
Ghorbanzade, D., Mehrani, H., Rahehagh, A., & Villace, T. (2019). The effect of 
experience quality on behavioral intentions of domestic tourists in visiting water 
parks. Cogent Business & Management, 6(1), 1–24. 
https://doi.org/10.1080/23311975.2019.1580843 
Gnrh, F. S. H. G., & Fsh, L. H. (2013). 1 1.1 简介, 21(11), 1956–1966. 
https://doi.org/10.3724/SP.J.1042.2013.01956 
Hanaysha, J. (2016). Testing the Effects of Food Quality , Price Fairness , and 
Physical Environment on Customer Satisfaction in Fast Food Restaurant 
Industry, (February). 
https://doi.org/10.18488/journal.1006/2016.6.2/1006.2.31.40 
Heerden, C. H. Van. (2017). Atmospherics , Servicescape and Attractiveness of a 
Macro Holiday Resort, 6(1), 1–11. 
Hooper, Daire. (2013). The servicescape as an antecedent to service quality and 
behavioral intentions. 
Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of 
quality, value, equity, satisfaction, and behavioral intentions among golf 
travelers. Tourism Management, 30(2), 298–308. 
https://doi.org/10.1016/j.tourman.2008.07.010 
Jain, S., & Singh, B. (2018). Consumer Behavior Toward Mobile. Springer 
Singapore. https://doi.org/10.1007/978-981-13-2324-9 
 
 
 
Jang, S. C. (Shawn), & Namkung, Y. (2009). Perceived quality, emotions, and 
behavioral intentions: Application of an extended Mehrabian-Russell model to 
restaurants. Journal of Business Research, 62(4), 451–460. 
https://doi.org/10.1016/j.jbusres.2008.01.038 
Jeon, S., & Kim, M. su. (2012). The effect of the servicescape on customers’ 
behavioral intentions in an international airport service environment. Service 
Business, 6(3), 279–295. https://doi.org/10.1007/s11628-012-0136-z 
Jin, N. P., Lee, S., & Lee, H. (2013). The Effect of Experience Quality on Perceived 
Value , Satisfaction , Image and Behavioral Intention of Water Park Patrons : 
New versus Repeat Visitors. https://doi.org/10.1002/jtr 
Kaminakis, K., Karantinou, K., Koritos, C., & Gounaris, S. (2019). Hospitality 
servicescape effects on customer-employee interactions : A multilevel study. 
Tourism Management, 72(November 2018), 130–144. 
https://doi.org/10.1016/j.tourman.2018.11.013 
Kan, M. P. H., Fabrigar, L. R., & Fishbein, M. (2017). Theory of Planned Behavior, 
1–8. https://doi.org/10.1007/978-3-319-28099-8 
Kim, D. J. (2010). on expectation , satisfaction , and post-expectation. 
https://doi.org/10.1007/s10257-010-0136-2 
Kim, J., & Hardin, A. (2010). The Impact of Virtual Worlds on Word-of-Mouth: 
Improving Social Networking and Servicescape in the Hospitality Industry. 
Journal of Hospitality Marketing & Management, 19(7), 735–753. 
https://doi.org/10.1080/19368623.2010.508005 
Kim, W. G., & Moon, Y. J. (2009). Customers’ cognitive, emotional, and actionable 
response to the servicescape: A test of the moderating effect of the restaurant 
type. International Journal of Hospitality Management, 28(1), 144–156. 
https://doi.org/10.1016/j.ijhm.2008.06.010 
Kloosterman, M. E. (2017). The Impact of Servicescape on the Brand Image and 
Brand Identity of Boutique Hotels. 
Ko, C., & Tsai, Y. (2016). A STUDY OF EMPLOYEES ’ PERCEPTION OF 
INFORMATION, 8(January 2016), 1–9. 
Kotler, P. (2012). Marketing management/Philip Kotler, Kevin Lane Keller. Pearson 
Education Limited, 817, 1. 
Kotler, P., & Armstrong, G. (2014). MyMarketingLab 
TM
. Retrieved from 
www.mymktlab.com 
Kotler, P., Bowen, J. T., Makens, J. C., Baloglu, S., & Edition, G. (2017). Marketing 
for Hospitality and Tourism. 
 
 
 
 
Line, N. D., Hanks, L., & Kim, W. G. (2018). An Expanded Servicescape 
Framework as the Driver of Place Attachment and Word of Mouth. Journal of 
Hospitality and Tourism Research, 42(3), 476–499. 
https://doi.org/10.1177/1096348015597035 
Lisa, Y., Mattila, A. S., & Lee, S. (2016). International Journal of Hospitality 
Management A meta-analysis of behavioral intentions for environment-friendly 
initiatives in hospitality research. International Journal of Hospitality 
Management, 54, 107–115. https://doi.org/10.1016/j.ijhm.2016.01.010 
Liu, C., Marchewka, J. T., Lu, J., & Yu, C. (2004). Beyond concern : a privacy – 
trust – behavioral intention model of electronic commerce, 42, 127–142. 
https://doi.org/10.1016/j.im.2004.01.002 
Marketing-, S. (n.d.). Services marketing-. 
Moon, H., Yoon, H. J., & Han, H. (2016). The effect of airport atmospherics on 
satisfaction and behavioral intentions : testing the moderating role of perceived 
safety, 8408(September). https://doi.org/10.1080/10548408.2016.1223779 
Muskat, B., Hörtnagl, T., Prayag, G., & Wagner, S. (2019). Perceived quality, 
authenticity, and price in tourists’ dining experiences: Testing competing 
models of satisfaction and behavioral intentions. Journal of Vacation 
Marketing. https://doi.org/10.1177/1356766718822675 
Nkansah, K., Corresponding, S., & Simpeh, M. (2011). Servicescape and Customer 
Patronage of Three Star Hotels in Ghana ’ s M etropolitan City of Accra, 3(4), 
119–132. 
Othman, Z., Zahari, M. S. M., & Radzi, S. M. (2013). Customer Behavioral 
Intention: Influence of Service Delivery Failures and Service Recovery in 
Malay Restaurants. Procedia - Social and Behavioral Sciences, 105, 115–121. 
https://doi.org/10.1016/j.sbspro.2013.11.013 
Park, J., Back, R. M., Bufquin, D., & Shapoval, V. (2019). International Journal of 
Hospitality Management Servicescape , positive a ff ect , satisfaction and 
behavioral intentions : The moderating role of familiarity, 78(November 2018), 
102–111. https://doi.org/10.1016/j.ijhm.2018.11.003 
Park, J. Y., Back, R. M., Bufquin, D., & Shapoval, V. (2019). Servicescape, positive 
affect, satisfaction and behavioral intentions: The moderating role of familiarity. 
International Journal of Hospitality Management. 
https://doi.org/10.1016/j.ijhm.2018.11.003 
Pizam, A. (2016). Customer satisfaction and its measurement in hospitality 
enterprises: a revisit and update. International Journal of Contemporary 
Hospitality Management. https://doi.org/10.1108/IJCHM-04-2015-0167 
 
 
 
 
Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the 
Relationships between Tourists’ Emotional Experiences, Perceived Overall 
Image, Satisfaction, and Intention to Recommend. Journal of Travel Research, 
56(1), 41–54. https://doi.org/10.1177/0047287515620567 
Rajesh Rajaguru, N. H. (2017). The role of trip purpose and hotel star rating on guest 
satisfaction and WOM. 
Ren, L., Qiu, H., Ma, C., & Lin, P. M. C. (2018). Investigating accommodation 
experience in budget hotels. https://doi.org/10.1108/IJCHM-11-2016-0625 
Riduwan, & Kuncoro, E. A. (2012). Cara Menggunakan dan Memaknai Path 
Analysis (Analisis Jalur). Bandung: Alfabeta. 
Ryu, K., & Han, H. (2010). Influence of the Quality of Food, Service, and Physical 
Environment on Customer Satisfaction and Behavioral Intention in Quick-
Casual Restaurants: Moderating Role of Perceived Price. Journal of Hospitality 
& Tourism Research, 34(3), 310–329. 
https://doi.org/10.1177/1096348009350624 
Sabir, R. . (2014). Customer Satisfaction in the Restaurant Industry ; Examining the 
Model in Local. International Journal of Hospitality Management. 
See, G., & Goh, Y. (2018). Tourists â€TM intention to visit heritage hotels at George 
Town World Heritage Site. Journal of Heritage Tourism, 0(0), 1–16. 
https://doi.org/10.1080/1743873X.2018.1458853 
Su, L., Swanson, S. R., Chinchanachokchai, S., Hsu, M. K., & Chen, X. (2016). 
Reputation and intentions : The role of satisfaction , identi fi cation , and 
commitment. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2016.02.023 
Sugiyono. (2013). Metode Penelitian Manajemen. Alfabeta, 820. 
https://doi.org/10.1177/004057368303900411 
Szymanski, D. M., & Henard, D. H. (2001). Journal of the Academy of Marketing 
Science. https://doi.org/10.1177/009207030102900102 
Ufuk Durna, B. B. D. (2015). The role of servicescape and image perceptions of 
customers on behavioral intentions in the hotel industry, 1728–1748. 
Waheed, A., Yang, J., Ahmed, Z., Rafique, K., & Ashfaq, M. (2017). Is Marketing 
Limited to Promotional Activities? The Concept of Marketing: A Concise 
Review of the Literatur. Asian Development Policy Review, 5(1), 56–69. 
https://doi.org/10.18488/journal.107.2017.51.56.69 
Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral 
Consequences of Service Quality. Journal of Marketing, 60(2), 31. 
https://doi.org/10.2307/1251929 
 
 
 
Zeithaml, V. a., Bitner, M. J., & Gremler, D. D. (2010). Services marketing strategy. 
Wiley International Encyclopedia of Marketing Part 1: Marketing Strategy, 
1(May), 208–218. https://doi.org/10.1002/9781444316568.wiem01055 
Zemke, D. M. V., Chen, Y. S., Raab, C., & Zhong, Y. Y. (2017). Hotel design, guest 
satisfaction, and behavioural intentions. Anatolia, 28(3), 338–350. 
https://doi.org/10.1080/13032917.2017.1319868 
 
 
